In the advanced societies, it is predicted that the new information and communication technologies (ICT) will become suited for more and more versatile purposes. In general, it is argued that the earlier forms of communication and mass media are being replaced by the new systems. However, as late as in the early 1990's, neither mobile phones nor the Internet were widely introduced to the consumers. In this sense it is reasonable to ask whether the recent implementation of ICT has already moulded our everyday life as much as some social scientists believe. Is it true that the new forms of technology are considered to be more important than the older forms? What kind of differences can be observed 3
Introduction
The new information and communication technology (ICT) has been argued to influence people's lifestyles and patterns of time use both directly and indirectly. In the advanced societies, computers, mobile phones and the Internet have become commodities practically for every citizen. The use of these appliances is often vital in our daily lives because they provide increased opportunities for social interaction and more sources of entertainment and information. It is predicted that in the near future ICT will become suited for more and more versatile purposes (e.g. Parayil, 2005; Viherä & Nurmela, 2001; Wilska, 2003) . In general, it is considered that the earlier forms of communication and mass media are at least partly being replaced by the new systems (e.g. Castells, 1996; Fidler, 1997; Lievrouw, 2001; Jenkins, 2004) .
However, just a few years ago, the use of computers, mobile phones, and other 'new' technologies was relatively uncommon. In the early 1990's, neither mobile phones nor the Internet were introduced to the wide audiences. At that time, wired phone and postal correspondence were basically the only means of communicating with friends and relatives in a case of physical distance.
Telegraph, two-way radios, and other related technologies were, of course, invented but they were not used by individual consumers. Newspapers, radio and television, on the other hand, represented the main sources for both information and entertainment at home.
In retrospect, one can notice that consumers have become familiar with the new ICT very recently. In addition, the commodities related to mass media use and communication have become versatile during a relatively short period of time. In this light it is reasonable to ask whether the new forms of technology have become more important than the older ones. Has the recent implementation of ICT already moulded everyday life as much as some social scientists would have us believe? Does the availability of many alternative technologies necessarily affect the established patterns of media use? Are there differences in the preferences between population groups? This paper addresses these questions by examining consumers' media and communication technology preferences in Finland. It is also evaluated whether the observed differences in the preferences are to increase or whether they are evening out in the course of time. Items examined include television, newspaper, computer, the Internet, and wired and mobile phone.
In the theoretical part, I discuss the current trends of the new ICT use. In particular, the ways in which these new technologies seem to have affected people's daily lives in the contexts of leisure and consumption. Next, the types of explanatory characteristics that are important in analysing the use of media and communication technology are discussed on the basis of previous studies. Following that, the empirical research questions are formulated. The empirical part examines how the perceived importance of mass media forms and communication technologies have changed in Finland between 1999 and 2004. First, I take a look at the temporal changes in the distribution of media and communication technology preferences. After that, the demographic and socio-economic effects on these preferences are examined.
The analyses conducted in the paper indicate that there are socio-economic and demographic differences in the media and communication technology preferences. Some of these differences have increased on a five-year time scale. From this perspective, the paper aims to contribute to the understanding of social and cultural determination of new media and communication technology usage.
Current trends of ICT and media use
The number of the new ICT appliances used in working life and leisure activities has increased remarkably in the affluent societies. Personal computers (PC), the Internet and mobile phones, for While the diffusion of the new ICT appliances has been rapid it has been very recent. This can be said also when examining the Finnish society. Finland has been often characterised as one of the world's leading information societies (e.g. Castells & Himanen, 2002: 5-6; Blom et al., 2002) .
However, in 1998, for example, only 60 percent of the Finnish households had a mobile phone. Less than 20 percent had an Internet connection. In 2003, on the other hand, the proportion of households owning at least one mobile phone was about 95 percent and the proportion having an Internet access at home was already nearly 45 percent. (Statistics Finland, 2005.) These observations made it clear that the use of the new ICT has become ubiquitous activity during a relatively short period of time. In spite of this, ICT is argued to have many social impacts.
Perhaps the most visible effects of the new technology relate to working life. In most whitecollar jobs, employers are no longer dependent on physical locations or office hours because of mobile phones and Internet connections (e.g. Blom et al., 2002; Viherä & Nurmela, 2001 ). In addition, however, the new ITC has also changed our patterns of communication and media consumption substantially. According to many social scientists, one important effect comes from the fact that traditional forms of mass media are at least partly being replaced by more personalised systems in the advanced societies (e.g. Castells, 1996: 371-372; Fidler, 1997: 216-217) . For example, newspaper and television are no longer the primary sources of news and information. The Internet has also become very important in this respect.
In general, various kind of information from the changes in the commuter transport to the political elections on the other side of the world is often most effectively accessed through the Internet. This is because online news is continually updated and can be accessed at any time. At the same time, the Internet has become a key medium of entertainment. There is almost an infinite number of websites, online games and other services devoted to everything related to indoor entertainment and leisure activities. After the early 1960's particularly the television has effectively performed the role of the indoor entertainment provider in the industrialised countries (e.g. Gershuny, 2000; Robinson et al., 2002) . Since the widespread diffusion of colour TV in the 1970's, watching television has been the largest category of free time use for people of all ages also in Finland (Niemi & Pääkkönen, 2002: 36-37) . Watching television has increased throughout the 1980's and 1990's. It is now argued that the Internet is changing this trend.
In the future, it is possible that many familiar characteristics related to mass-communication consumption will become different. In recent time use studies, for example, the Internet has been characterised as the first consumer technology that significantly affects the other daily activities since the universal diffusion of television. A decline in watching television and other mass media activities has been found among the Internet users (e.g. Robinson et al., 2002; Robinson & Kestnbaum, 1999) . Surprisingly, however, the effect of the Internet use on other activities such as sociability has been found to be weak or even nonexistent in many countries (Gershuny, 2003: 164-166; Franzen, 2000: 428-429; see also Kraut et al., 1998) . This suggests that the communicative and interpersonal aspects of the Internet are also important. A bulk of European and American research literature has focused on this question. Indeed, it has been shown that the intensity of communicative purposes is basically very high; electronic mail, distribution lists, chats and other related applications are the most general functions used within web sessions (e.g. Cummings & Kraut, 2002: 224-225; Franzen, 2000; Nordic Information Society Statistics, 2002) .
In addition to being a personalised mass medium and a communication tool, the Internet is also a noteworthy commercial force. Online retailers sell all kinds of consumer durables and services. Electronic commerce has made it possible to order food, books, sports equipment or any other consumer durables by mail order, even from abroad. The practically endless supply of goods and services, and advertisements related to them, means that there is a greater possibility for consumers to search for interesting content and more diverse consumption possibilities.
From a user's point of view, Internet-based services provide more efficient and usually also cheaper access to useful resources. For example, such activities as paying a bill on a bank's website or making bookings on a library's website is usually free. Other methods may include a service fee.
Moreover, it has now become an important area of national policy to promote electronic public services in many EU countries (c.f. eFinland 2005). In the future, it is thus likely that more and more information and services provided by the public offices and institutions will be web-based. This means that those who can use online materials effectively may gradually benefit more from the services of the public sector than those who do not. In practice, the Internet can be seen as the key digital media to be used for many purposes. It combines many of the functions of both personal and mass media communication because it can be used as a personal communication tool and as a medium of entertainment, and an arena of consumption (e.g. Dickson, 2000; Fidler, 1997) . However, the Internet is not the only recent technological invention that has generated radical changes in our everyday life.
The most widely used ICT appliance is, of course, the mobile phone. There is no doubt that it is a very powerful communication tool for most people. Even though making calls is still more expensive by mobile phones compared to wired phones, consumers feel that mobile phones are more comfortable.
In addition to offering the freedom of making and receiving calls anywhere, for example, a mobile phone can be a real timesaver for those who need to be in touch with others at all times (e.g. Skog, 2002: 270; Wilska, 2003) . Therefore mobile phones may be viewed as more advantageous than wired telephones simply because of the increased mobility they provide. This is probably why the number of households owning a wired phone has decreased dramatically in many countries during the last few years (see Nordic Information Society Statistics, 2002; Statistics Finland, 2005) .
The main reasons why mobile phones have diffused so quickly in the advanced societies are rather simple. One reason is that because everyone who is familiar with using a telephone knows also how to use a mobile phone (Nurmela, 2001: 49) . In addition, the mobile phone is also basically a private communication tool: the service is intended for one user only. It is expected that the subscriber will always answer the calls personally. Also features such as text or SMS messages, a clock, calendar, gaming and audio feedback possibilities, and others have made mobile phone use increasingly versatile. While mobile phone represents by and large a similar communication as wired phone, it also provides other additional features that might sometimes be advantageous.
The observations made above indicate that the new ICT continue to influence the use of older media and communication technology. In general terms, this trend probably goes with the idea that diverse technologies are coming together. That is, the emerging innovations will combine various functions from different forms of media and communication technologies. Many theorists have referred to this process with such terms as 'mediamorphosis' and 'media convergence' (see Fidler, 1997; Jenkins 2004) . For the meantime, however, we know the patterns of consumption related to the established media differ considerably among individuals. Some population groups consider that certain products and services the different media provide have more importance in their lives than some others.
It is reasonable to assume that contemporary differences will remain at least partly valid in the future, especially if the usage of the new technologies is becoming clearly more versatile. But which factors can be seen to create media and ICT differentiations?
Research questions and hypotheses
On the basis of preceding studies various demographic and socio-economic factors provide valid approximations for the patterns of mass media and ICT use. This means that the patterns of consumption can be understood as being determined to a great extent by surrounding economic, social and cultural factors. Such conceptions as 'digital divides', and 'information haves' and 'information have-nots', for instance, have been referred in this context (e.g. Attewell, 2001; Forestier et al., 2002; Dutta-Bergman 2005) . Usually, the key demographic factors included in the empirical analyses are gender and age. On the other hand, the most important socio-economic factors associated with the media and technology use include income and education.
Gender and age construct the elementary outlines for everyday experience. Many practices in the fields of consumption have been related to gender roles. For example, it has been found that there is a gender difference related to the use of all kinds of consumer technologies. In general, men spend more time and money on consumer technologies than women (e.g. Henderson et al., 2002; Wilska 2003) . Following this, the use of technological appliances has traditionally been regarded as a 'masculine' rather than a 'feminine' activity. Similarly, a typical course of life is built to a large extent around age. Many studies have shown that mass media and various consumer technologies are used differently by people of varying ages (e.g. Hargittai, 1999; Rice & Katz, 2003) . For example, older people spend more time watching television than younger people (e.g. Gershuny, 2000; Niemi & Pääkkönen, 2002) . The young people, on the other hand, are often potential early adopters of new technologies (e.g. Nurmela 2001; Wilska 2003) .
Income is a relevant explanatory factor because using these different technologies costs money.
In general, well-off individuals have been found to use mass media and information tools differently than people with limited means. Constant finding in the earlier studies have been that high income is connected with more frequent ICT use and the preference for more diverse media content (e.g. Vettehen et al., 2004) . Also education is relevant on similar grounds; it is often the case that the higher educated citizens are better equipped to use various media contents than the ones with lower education (e.g. Attewell, 2001; Parayil, 2005) . In addition, the high level of education has been associated with frequent use of various technological appliances such as computers, the Internet and mobile phones (e.g. Henderson et al., 2002; Rice and Katz, 2003) .
Along with education, class or status-based measures enable to evaluate whether the use of different technology and medium types are connected with any hierarchical 'social distinctions'. In the sociology of consumption, the use of the expensive or latest consumer products have traditionally been associated with social prestige. As early as in the late 19th century, Veblen introduced the idea that markers of consumer behaviour might express an individual's place in the social hierarchy. He argued that the highest social groups continually expressed their position and affluence in the consumption of food, clothing, furniture, etc. (Veblen, 1994 (Veblen, [1899 : 43-44). Later, questions of social comparisons through consumption have been discussed by many others (e.g. Bourdieu, 1984; Peterson, 1979) . Consequently, it is now generally believed that the use of certain products and services serve to highlight certain symbolic values. What is noteworthy is that particularly the new ICT appliances are relatively expensive and can thus be viewed as possible instruments to gain social distinction. This is why status and class might be significant explanatory factors.
Naturally, also various other factors have provided relevant technology consumption determinants, ranging from the place of residence to political attitudes and 'social capital' (e.g. Shah et al., 2001; Uslaner, 2004) . However, the comprehensive evaluation of alternative sources of explanations is beyond the scope of this paper. The primary interest is narrowed down to the key demographic and socio-economic differences. Therefore, in order to examine how the Finnish consumers have perceived different types of media and communication technologies, the following three research questions are 2) Are there systematic differences in the preferences between demographic and socio-economic groups?
3) Are there temporal changes in the effects of demographic and socio-economic factors?
On the basis of theoretical discussions and previous empirical findings we can summarise three coarse hypotheses. First, we can assume that there are differences in the general profile of preferences between 1999 and 2004. In the late 1990's the new ICT appliances were probably not perceived as important as after the turn of the century because they were not as frequently used. Simultaneously, we can suspect that at least some of the older media and communication technologies have become less valued in 2004.
Second, we can hypothesise that examination by socio-economic and demographic variables should reveal systematic variation in the media and ICT preferences. This hypothesis includes that conventional mass media and communication technology preferences are more clearly influenced by the basic socio-demographic factors such as age. Equally, we can expect that the preferences on new forms of media are more clearly influenced also by socio-economic factors. This means that we assume that new media consumption is influenced by certain aspects of knowledge associated with economic and educational factors. In addition, new media consumption can also express one's social status. In other words, the new technical appliances may represent visible symbols of material property for some socio-economic groups.
Third, we can hypothesise that there are clear socio-economic distinctions in the ICT preferences at the time when the new technology was first introduced. Later, as the technologies have become more commonplace, also the connections between socio-economic factors and ICT preferences begin to diminish. In general, our third hypothesis is that there should be temporal changes in the effects between 1999 and 2004.
Data, variables and methods of analysis
The data utilised in this study are two Finnish survey data sets ( 'Finland 1999 ' and 'Finland 2004 '), collected in 1999 . The response rate was 61.0 percent in 1999 (N=2417) and 61.8 percent in 2004 (N=3574). The data is repeated in cross-sectional data sets. This means that both waves include the same questions but are not answered by the same respondents. However, the samples are comparable from the first period to the next. Both surveys used simple random sampling and samples have been found to represent the citizens of Finland aged 18-75 years (for details, see Erola & Räsänen, 2000; Erola et al., 2005) . In this way the data allows for exploring the structural effects and temporal changes in the consumers' media and ICT preferences.
The data is collected at the individual level; the unit of analysis for most of the background information is also at the individual level. Subjective measures on media and communication technology preferences are used as dependent variables. The variables were elicited with the question, 'How important is the given medium or communication technology in your everyday life?' Respondents evaluated their answers using a three-point Likert-type scales, ranging from 1='Very important', 2='Slightly important', 3='Not at all important'. While there were no restrictions given in the questionnaire, it is perhaps reasonable to assume that at least some respondents have answered on the basis of their views related to working life or studies. These kinds of ambiguities are taken into account in the interpretations of the results.
Items evaluated in the questionnaire included a total of six media and technologies used in everyday life: newspaper, television, wired phone, mobile phone, personal computer (PC), and the Internet. Radio was not included. Despite this, we can argue that the items available provide possibilities to compare effectively different medium types, 'mass' and 'personalised', and 'new' and 'old' in particular. Independent background variables include three socio-economic and two demographic variables. These are class identity, education, household income, and age and gender.
Age was specified in the questionnaire as the year of birth; thus it provided a continuous measure. However, age variable was categorised into four groups in order to allow parallel comparisons with the other independent measures. The first two age groups were 18-30 and 31-45 years. Respondents aged 45-60 years were placed in the third group, and those over 60 in the fourth group. This categorisation can be seen as reflecting a broad classification of the phases distinguished in adult life. The years from 18 to 30 are often referred to as early adulthood. The next two age groups can be defined as early and late middle age. Finally, people over 60 years of age are often characterised as the elderly because this is usually a period entitling the person to a pension.
Income is measured as the OECD-equalised income of the household, which is a common method for making different-sized families with different needs comparable (e.g. Atkinson, 1995: 80-81; Moisio, 2004: 41-43) . On the scale the first adult is given a weight of 1.0 and all other adults a weight of 0.7. Children get a weight of 0.5. A household-level measure was preferred over an individual measure because it is reasonable to assume that the economic situations of other adult household members are important in determining one's economic position. Subjective report was relied answers from those respondents that did not wish to identify with any of the classes. While class identity is a purely subjective measure it gives relevant information on the respondent's social rank (e.g. Savage, 2000: 34-35; Räsänen, 2003: 89-91) . In this sense class identity provides an explanatory variable that can be treated in the analysis relatively similarly to the basic occupational classifications.
The methods of analysis include three different techniques; cross tabulations, factor analysis, and analysis of variance. Cross-tabulations are used first to give an overview of the profile of media and ICT preferences in Finland between 1999 and . The next step in the analysis is to explore the possible dimensions in which the items selected may be interrelated. Principal component factor analysis (PCA) is used for this purpose. Factor analysis is carried out in order to allow the combination of correlated variables in factors, which can then be used in the further analysis. The question to be addressed in the further analysis is whether variation in the media and ICT preferences indicated by the summated variables can be explained by the selected independent background variables. The statistical method used for this purpose is multivariate analysis of variance (MANOVA). MANOVA is an extension of the univariate approach and it is generally recommended to be used when there is more than one dependent variable (Stevens, 1992: 152-153; Tabachnick & Fidell, 2001) . The aim of the MANOVA analysis is to show the extent to which the selected independent variables explain the variances in the dependent variables.
A more detailed description of the procedure will be given in connection with each analysis.
Throughout the analyses, SPSS version 12.0 is utilised. 
Profile of the ICT and media preferences in Finland

<Table 1>
The descriptive statistics given in Table 1 indicate that newspapers, mobile phones and television are the most important items for Finnish consumers both in 1999 and 2004. These findings may of course partly reflect the recent changes in the Finnish white-collar jobs, universities, and schools in which the use of information technologies has become commonplace (Blom et al., 2002: 8-9; Nurmela, 2001 ). But what is more interesting is the fact that the new ICT evaluations have changed in a rather similar fashion. Moreover, also newspaper and television reflect clearly a similar pattern of change. This indicates that some of the items are probably highly interrelated. The essential features of these technologies would be difficult to capture by concentrating on the single items alone. Following this, factor analysis was applied to the data, in order to explore possible dimensions in which the items can be combined. The goal of the analysis is to reduce a large set of items into a smaller number of 'medium and ICT types'.
Factor analysis is a feasible multivariate technique for uncovering a few underlying dimensions in data containing many variables. There are a numerous alternative procedures in conducting factor analysis (see Tabachnick & Fidell 2001) . In our case the extraction technique used is principal component analysis (PCA) and the rotation technique used is Varimax. PCA is a feasible solution in the interpretative sense, since the basic goal of the analysis is to provide independent components. Similarly, Varimax rotation yields the highest possible loading of a variable on one factor and minimises it on other factors. The variables are the items presented in Table 1 , and the factors can be seen as describing more general aspects of media and ICT.
The interpretations of the factors were based on the highest loadings for each factor. When the criteria for Eigenvalues were set as > 1.0, a two factor-solution turned out to be the best choice. Table 2 shows that these factors explain 58 percent of the total variance. The highest loading of each item is shown in boldface in the table. In general, the explanation percentages for the both factor components are satisfactory; the first factor explains 33 percent, and the second 25 percent of variance.
<Table 2>
The first factor loads high on mobile phone, PC, and Internet. This factor thus loads high on the new ICT and can be interpreted as 'New technology'. The second factor, on the other hand, loads high on newspaper, television, and wired phone. Each of these items represents conventional mass medium or communication technology; the factor can be named 'Conventional technology'. Communalities (h²) indicate that the second factor is slightly dominated by newspaper. Despite this, it can be argued that all the variables with high loading on the same factor can be dealt with together. Accordingly, the variables that loaded on the same factor were summated for further analysis as new nine-point interval-scale variables. The inter-item consistency of the sum variables was tested with Cronbach's α. Tests indicated a reliability of .72 for the first sum variable ('New'), and .50 for the second ('Conventional').
The sum variables and their relevant parameters are given in Table 3 .
<Table 3>
Overall, both of the sum variables appeared to be relatively symmetrical and approximately normally distributed. The next problem to be dealt is whether the ICT and medium types indicated by the summated variables can be explained by the independent background variables. In addition, it is questioned whether there are any temporal changes in the effects of the independent variables. The statistical method used for this purpose is MANOVA.
Socio-demographic characteristics of new and conventional technology preferences
The analysis started from the 1999 data and it was carried out in two parts. First, the effects of the socio-economic variables (education, OECD income quartile, and class identity) and demographic variables (age and gender) were tested separately. After that, all the variables were added in the same model. The results of the multivariate test for the independents can be seen in Table 4 .
The overall statistical significances of the independent variables in the models are indicated by the value F. In addition, parameter estimates (β) are used to describe how much the means of the different categories of the independent variables deviate from the reference. The adjusted coefficients of determination (Adj. R²) show the proportions of variance explained by all independents in the models. Also the estimates of effect sizes (Partial Eta²) are given to each variable. It should be noted that the dependent variables are inverted in the tables for purposes of interpretation; higher parameter estimates indicate a stronger importance.
<Table 4>
Model 1 of Table 4 shows that new technology can be explained relatively well by using the selected socio-economic variables. Education and class identity appear to have strong effects, while household's OECD-equalised income is not significant on the basis of value The effects of the demographic variables are tested in the second model. Concerning new technology, both variables are significant but age is clearly stronger than gender. As one would perhaps expect, results indicate that young people consider new technology important. Furthermore, the perceived importance diminishes steadily from the youngest age group to the oldest. Also men seem to value new technology more than women. Explanation proportion for age and gender is 11 percent. In the case of conventional technology, the differences by age show exactly the opposite pattern; the older the respondent, the more valued the technology. As assumed, age is also much stronger predictor here compared to new technology. Gender, on the other hand, is not significant. Even so, the model explains 24 percent of the total variance of conventional technology.
In model 3, the effects of class identity and education on new technology weaken slightly, while at the same time the effect of income becomes stronger. Each of the socio-economic variables is still significant. But what is more important finding is that age appears to be the strongest predictor of new technology. These findings are to some extent what was expected. However, the proportion of variance accounted for by the selected variables is considerable with 21 percent. The third model is different for conventional technology. In this model, there are no significant independent variables, except for age.
But according to the effect sizes, age seems to be a very strong source of variation indeed. Also the total variance explained (24 %) is the same compared to model 2. The findings indicate clearly that older people value conventional media and technology more than younger people.
A test was also conducted to determine the interaction effects among the independents. Some significant interactions (at the level of p < 0.01) were found. Most of them were found between class identity and age, and class identity and education. These findings can be considered to be of only little account for the interpretations here. Certain findings, however, are more important. Especially a significant interaction between age and education indicated that older respondents with intermediate level or academic degree perceived new technology more important than unskilled younger respondents. This finding implies that education is even more important predictor of attitudes related to new technology than what appears on the basis of main-effect tests. All in all, the perceived importance of new technology is affected by age, education, and also by class identity. The importance of conventional technology, on the other hand, can be explained rather unequivocally by the respondents' age. But do these interpretations also apply to the more recent data?
<Table 5>
The results of the main-effect MANOVA test of 2004 data are displayed in Table 5 . With the regard to the model 1 of Table 5 , the first finding is that the effects of socio-economic variables on new technology appear to be weaker compared to the analysis of 1999 data. The effect of education, for example, shows that only unskilled respondents differ from the reference category. This means that people with no vocational qualifications value the new ICT less than other. In terms of class identity, particularly the upper and the higher middle classes stress the importance of new technology. Despite this, variation between the groups is slightly weaker also here. The effect of income is insignificant, and the selected variables explain only five percent of total variance of new technology. The examination of conventional media, on the other hand, does not reveal similar changes. The effects of all socio-economic variables are significant, even though the variation between categories is relatively weak. However, it is interesting to notice that there is only one significant difference by income and education. The difference can be observed in the lowest income quartile and among the intermediate level group. The proportion explained by the model is only three percent, as low as in the 1999 data.
Model 2 of Table 5 In the third model, the effect of education on new technology weakens clearly, while the effect of class identity becomes marginally stronger. Income remains insignificant. And again, the effect of gender is significant although weak compared to age, which appears to be the strongest predictor. The share of variance accounted for by socio-economic and demographic variables is 12 percent. This is considerably smaller share compared to the 1999 data. In this model, none of the demographic variables remain notably significant (p > 0.01) for conventional media. In fact, only age has a considerable effect in the model. In other words, as in the earlier data, the observed variation can be accounted mainly to one variable alone. As one would expect, the older respondents value conventional technology more than younger respondents. Simultaneously, however, it should be noticed that the effect of age remains clearly stronger in this data. Model explains 29 percent of total variance.
The examination of interaction effects between the independents did not reveal any unexpected findings in the 2004 data. Significant effects were found between class identity and age, between class identity and education, and between age and education. The pattern of interaction between age and education was similar as described in the context of earlier data. Consequently, interactions can be interpreted on equal terms as presented above.
The aim of the MANOVA analysis was to uncover demographic and socio-economic differences in the media and ICT preferences, and their changes from 1999 to 2004. However, the analysis of separate cross-sectional data does not permit to make statistical comparisons over time. In other words, cross-sectional research is always limited to describing a research population at a particular time. On that account, it may be that some of the observed differences between 1999 and 2004 are in fact attributable to the biases in the samples. This is why also the interactions between the independents and between the years were investigated. Full-factorial tests were employed on the combined data (N=5991). Models thus included both the main-effects and interactions of the year of research and the independent variables selected. The results are shown in Table 6 . 
<Table 6>
Summary and conclusions
During the last few years, the use of the new ICT has moved towards a central position in our everyday life. It has been argued that computers, mobile phones and other technologies are basically inevitable for consumers. It has also been suggested that the earlier forms of communication and mass media are being replaced by the new ones. In this paper, these questions were examined by using Finnish survey data collected in 1999 and in 2004.
In general, the empirical analyses give support to the idea that the new forms are at least partly replacing the earlier forms of mass media and communication technology. Particularly the Internet, mobile phones, and other wireless communication solutions create the growth of media choices and finally better opportunities for information retrieval and entertainment enjoyment for consumers. At the same time, however, different types of technologies are still perceived relatively differently in different population groups. In this way, the analyses lend support to the hypotheses presented on the basis of my original research questions. Socio-economic and demographic factors are connected with the media and ICT preferences. The results also indicate that the socio-economic differences related to ICT have evened out from 1999 to 2004. All in all, however, age had clearly the strongest effect of all independent variables on both new and conventional technology. In the case of conventional technology, the differences between age groups have increased considerably over time.
Naturally, we must be cautious in our conclusions since the analysis relied merely on the use of subjective measures. Despite this, the findings suggest that the patterns of mass media and the new ICT consumption continue to be structurally differentiated in Finland. Similar types of observations can probably be found in many other countries. This means that there are population groups, such as the elderly, who are not able to use the latest ICT very effectively. Added to this, the poorly-educated individuals continue to value ICT less than the well-educated ones. In the long term, these groups may have problems in participating the affairs of the broader information society. This is why empirical research focusing on the sources of digital divides remains relevant. Structural conditions should thus be recognised in all approaches that try to capture essential characteristics relate to contemporary media and communication technology usage. .24 Note: *** = p < 0.001; ** = p < 0.01; * = p < 0.05; (ns) = p > 0.05; (a) = redundant parameter. .29 Note: *** = p < 0.001; ** = p < 0.01; * = p < 0.05; (ns) = p > 0.05; (a) = redundant parameter. 
